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DAY 1 
 

SESSION 1:  START-UP (WELCOME, OVERVIEW, 
INTRODUCTIONS, EXPECTATIONS/FEARS, GROUND 
RULES) 
 

TOTAL TIME 

1 hour 

OBJECTIVE 

Assure that everyone knows what is being done and feels part of a team. 

FACILITATOR NOTES 

1. Welcome:  5 minutes 
 

2. Overview: Objectives/Agenda:  10 minutes 
 

Handout: Objectives/Agenda 

Activities:   

 Have different participants read one objective 

 Present the agenda in broad terms, by grouped topics (as per this training outline) 

 Ask who needs clarifications and respond. 

 Explain we’re going to be modeling how to do the workshop you will lead. Practical 
and participatory, but quicker than you will be doing. 

 

3. Introductions/Icebreaker:  20 minutes 
 

 Have people pair up, each has 1 minute to find out about the other and their training 
experience and something they like.  

Then they introduce each other: 

 1 minute each: Name, training experience and something they like 

4. Expectations/Fears:  10 minutes 
 

Have someone direct and someone else writes them down on flipchart what is it that the 
participants expect from this training. 

5. Ground rules:   10 minutes 
 

Draw? Have someone direct  



 3 

Key ones to add if not mentioned: 

 No phones 

 Promptness. NOTE: We will start sessions on time.  

 What qualifies for fines and what is fine (where appropriate) 

 Confidentiality 

 Consideration for others 

 Limit number of times speak and length of speech per person;  

 NOTE: facilitators WILL be cutting you off – especially those that talk often, speak 
long, or repeat what others have said. 

 

6. Roles 5 minutes 
 

Have people sign up for responsibilities on flipchart: timekeeper, reporter, eye and ear, etc. 

SESSION 2: MARKETING PITCHES      13 MINUTES/PITCH 
 

Materials: Pitch forms, products, IEC materials, promotional items 

OBJECTIVES 
 

 To generate suggestions from self and participants on how to improve their pitch 

 To practice using an assessment form for developing and assess pitches 
 

FACILITATOR NOTES 
 

1. Present Pitch  5 minutes 

Example 1 (poor example – no call to action, lots of blah blah, no client focus; prepare list of 
desired characteristics): (Make pitch either longer than 5 minutes so you will be cut off 
or very short; include inappropriate info)  

 
 

 

PITCH #1 (ACTIVITY TO ILLUSTRATE BAD PITCHING) 
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2. Get Oral Feedback 5 minutes 

 ASK:  

 What was good? 

 How can this be improved? 
  

Take notes on flipchart 

 

3. Introduction to Pitch Checklist 2 minutes 

 

Handouts: 1 copy Pitch assessment form for each participant PLUS 2 to each 
participant and each facilitator.  If 7 participants, each gets 9  

Refer to assessment form and ASK:  What do you think is the purpose of this?  

Write answers on flipchart 

Key ones to add if not mentioned: 

 To help you determine how your or someone else’s pitch is 

 To help you develop and/or practice a marketing pitch 
 

4. Get written feedback for Pitch  10 minutes  

SAY:  

OK, now let’s go down the list and see how you would use this assessment form to 
assess the pitch we just conducted.  

Who will read the first/next statement and tell us their answer? Everyone should 
mark your responses down on one sheet. 

ASK: Who agrees?  Who doesn’t?   

 

5. Present Pitch 2  5 minutes 

(Good pitch, following the pitch format and addressing the assessment form elements: 5 
minutes  (make sure not to go longer than 5 minutes)  

Material:   

 Script 2 based on Pitch perfect assessment form.  

 Also marketing support materials – video, print, copies of pitch to hand 
out. Any supplies for demonstrations 
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6. Assessment and discussion 8 minutes 
 

Have them fill out the 2nd copy of the assessment form for this pitch.    

 Review:   ASK Pitcher to self-evaluate first. Then get other opinions 

 How did this pitch differ from the last one? 

 What did we do well?   

 What do we need to improve  
 

 

7. Instructions for their pitches 2 minutes 

SAY: 

 Each team will have 5 minutes to present their pitch.  

 After each team is done, we will then fill out forms, pitcher will self-evaluate and 
others will respond.  

 

8. Pitches 13 min/pitch  

 

(5 minutes for pitch, 2 minutes for filling out forms, 3 minutes for self-evaluation and 3 
minutes for feedback from others) 

Objectives 

 Demonstrate pitching skills  

 Explain how they have incorporated new elements based on workshop so far 

 Practice self-assessment 

 Practice giving and receiving peer feedback 
 

Facilitator Notes 

IMPORTANT TO KEEP TIME FOR EACH PART OF THIS SESSION  

SAY:  

 Each person will have 5 minutes for their pitch. 

 Afterwards: Everybody – including the person pitching - will take 2 minutes to fill out 
the assessment form for that team. 

 The pitcher will have 3 minutes to address the following questions, verbally in 
plenary: 

PITCH #2 (ACTIVITY TO ILLUSTRATE GOOD PITCHING) 
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o What changes did you make from your original pitch approach, based on 
what has happened so far during the workshop?   

o Why?  
o What areas do you think you did best in? 
o What areas do you think you need to improve most in? 
o What might you do differently the next time? 

 

 The rest of us will have 3 minutes to advise our agreement with their self-assessment 

 Make sure to write the name of the pitcher on the top of each assessment sheet and 
before leaving for the day, place it in the pile for that person. 

 

Make sure to have a space near the door (if possible a chair) where you can put a piece 
of paper with the name of the teams for people to leave the forms. 

SESSION 3: TIPS FOR EFFECTIVE PRESENTATIONS__60 
MINUTES (PRESENTATION IN ANNEX UNDER HANDSOUT) 

 
 

SESSION 4A: INTRODUCTION TO MARKETING ELEMENTS 
(PRESENTATION IN ANNEX UNDER HANDSOUT) 

TIME 
 

75 minutes 

OBJECTIVES  
 

 Introduce elements of marketing and which ones they can’t change and which they 
can work with 

 Demonstrate how packaging elements create images and multiple measures for 
effective packaging 

 Discuss how to expand outlets for products – into new places 
 Discuss the importance of placement 

MATERIALS 
Presentation (PowerPoint), water bottles, pictures of placement and merchandising from 
outlets 

Exercises:   1. Price exercise – questions 

2. Packaging exercise - questions 

  3. Place exercise - questions 

  4. Placement exercise 

OBJECTIVES OF PLACEMENT EXERCISE 

 Reflect on situation in actual outlets to see how placement and merchandising is 
done 
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 Discuss how to improve placement for CRS products 

FACILITATOR NOTES 

Review each team will show 2 pictures of good displays and 2 pictures of bad displays and 
discuss ideas to improve placement of CRS products. 

 

SESSION 4B: PRE-CALL PLANNING - 45 MINUTES 
(PRESENTATION IN ANNEX UNDER HANDSOUT) 

OBJECTIVES 
 Discuss importance of planning in advance – overall routes, contingency plans plus 

formulating approaches for individual customers, based on what they know from 
previous visits. 

 Have participants realize what an action is : action/not action: candy HEARTS or 
words on paper 

 Participants discover the difference between knowledge and behavior via exercise 
exercise 

MATERIALS 
 Hearts 

 Exercise-Exercise notes on wall 

FACILITATOR NOTES 
For Action/not-action: pass out candy hearts with words or pieces of paper with words 
written on them.  They will need to act out the action words and have others guess what 
their action is. 

For exercise-exercise: 

Prepare individual pages for each of the behaviors and beliefs below. Choose three 
places around the room to tack up the three "pairs" of posters. (Best if you have 3 flipchart 
stands, but if not, can post on wall. 

In each spot, put the page on the behavior under the page displaying the belief. This can be 
done at the beginning of the session or day, but do NOT let participants see what you are 
putting up:  keep the top page covered or folded up until each is read.  

Do NOT write ―Belief‖ or ―Behavior‖ on what you are posting up.   

 

Belief-Behavior Pairs: ( Write on 6 separate flip chart pages) 

I. 

Belief: I believe regular exercise is a good idea for everyone. It reduces stress, keeps the 
heart and body fit, and reduces mortality.  

Behavior: At least 4 days each week I get at least 30 minutes of moderate aerobic or muscle 
strengthening activity.  

 

II. 
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Belief: I believe regular exercise is good for people with a history of heart disease or trying to 
reduce weight. For others, exercise now and then is fine.  

Behavior: I sometimes get some exercise—maybe about once every week. I might swim, 
walk, jog, and play sports with friends or my family.  

 

III. 

Belief: I generally believe in the concept of regular exercise, but think a healthy, active 
person gets all the exercise s/he needs without a formal routine. 

Behavior: I'm not a regular exerciser. I walk to the refrigerator, around the house, to the 
corner for emergency snacks, and so forth. 

 

 

1. EXERCISE – EXERCISE (SLIDES 3-4) – (15 minutes) 

 Notes  

Explain that you are going to read three statements about ―exercise" to the group. Point 
to each as you read it.   

Ask the participants to decide which of the statements best represents their own beliefs.  

Say I am going to read the statements again and as I do, could each of you go stand 
under/next to the statement that best represents your own belief. 

Read the statements a second time.  

Discuss: Do the groupings seem to follow any particular pattern? (Gender, age, cultural 
background?) 

Ask the participants: In each group, please remove the top sheet, displaying the other 
statement underneath.  

Ask a representative from each group to read one of the three statements out loud.   

Tell participants to now go stand under/next to the statement that best represents what 
they do. 

Discuss: What has happened between the first and second pages? Why have people 
moved? What have we learned? 

Ask: What questions/comments do you have? 

Explain: What people do doesn’t always reflect what they know or believe.   

That’s obvious to all of us when we think about our own actions, but sometimes when 
we’re planning health promotion activities, we forget this basic tenet. 

This should remind us that just giving people information (typical public education model) 
is generally not enough—even convincing them of a new belief may not move people to 
take a beneficial action.  

For example, people know that smoking is bad for their health, even may 
cause cancer, but they smoke anyway 
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Also, just giving information can also be dangerous.  

For example, people told to get ―a malaria drug‖ to treat their fever may get 
wrong drugs 

Same thing with training—just learning how to do things does not mean that people will 
do them, especially over an extended time 

A behavior change model (Behavior Change Communication/BCC) does not assume 
that a lack of information is the reason people don’t do something. We look beyond 
awareness/knowledge to: 

 Identify the competing behaviors that are making appeals to our audience.  

 Look for new ways of segmenting the audience 

 Finds something the audience can (easily) do  

 Look for targets of opportunity—that is, where can I get the biggest bang for the 
buck? We may be more successful at moving the ―sometimes exercise‖ segment to 
the goal of frequent exercise than getting the ―almost never exercise‖ folks all the 
way there. 

This activity points us toward the value of doing research, especially into why people do 
what they do or don’t do what they ―should‖ do. 

  

 

SESSION 5: END OF DAY     

TIME 
15 minutes 

OBJECTIVE 
Clarifications/Assessment 

MATERIALS 
Daily evaluation form  

Daily evaluation: all participants      5 minutes 

Eye and ear report        10 minutes 

 

DAY 2 

SESSION 6:  START-UP (REPORT OF DAY 1, INCLUDING 
EVALUATION RESULTS AND DISCUSSION)  

TOTAL TIME 
 

15 minutes 
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OBJECTIVE 
 Share feedback from Day 1 

 See where participants are 

 What issues/concerns they have 

FACILITATOR NOTES 
START WHEN AT LEAST HALF THE PARTICIPANTS HAVE ARRIVED. DO NOT WAIT 
FOR ALL. 

 ASK: What one thing yesterday do you think will be most useful to you and why?  
o Who else has same thing?  Who else has different?  (WRITE ON 

FLIPCHART) (10 min) 

 ASK: Who has something important they want to share with the rest of us about 
training, this workshop or other related topics? (10 min) 

 Review report of Day 1 and get revisions/approval (5 min)  

 Give highlights of Day 1 evaluation and responses from facilitators (5 min).   
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SESSION 7:  ACTUAL CALL (PRESENTATION IN ANNEX 
UNDER HANDSOUT) 

TIME 
145 minutes 

OBJECTIVES 
 Learn 4 parts of an actual call – and how to build relationships 

 Practice greeting a customer 

 Learn and practice different type of questions 

 Learn the difference between features and benefits and practice how to turn features 
into benefits 

 Learn and practice how to handle customer questions and concerns 

MATERIALS 
 Presentation, with as much participation as possible.  There are slides that are blank 

to indicate that participants are supposed to answer questions from the previous 
slide before the facilitator comments.   
 

 Exercises 
o Namaste exercise 
o Question-asking exercise 
o Feature into Benefit exercise 
o Addressing concerns exercise 

SESSION 8:  PREPARATION OF REVISED PITCHES 

TIME 
10 minutes 

OBJECTIVE 
Participants use form to develop actual pitch layout, based on what they’ve learned in the 
presentation about benefits. 

MATERIALS 
Pitch outline form 

 

SESSION 9 – REVISED PITCHES – PRESENTATIONS  

TIME 
13 MINUTES PER PITCH – 9 PEOPLE 120 MIN 

OBJECTIVES 
 Demonstrate post-training pitching skills  

 What changes did you make from your original pitch approach, based on what has 
happened so far during the workshop?   

 Practice self-assessment 
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 Practice giving and receiving peer feedback 

FACILITATOR NOTES 
Handout to each person, including facilitators, one copy of the pitch assessment form 
for however many participants there are. 

 

1. Instructions for their pitches 1 minute 

SAY: 

 Each team will have 5 minutes to present their pitch.  

 After each team is done, we will then fill out forms, pitcher will self-evaluate and 
others will respond.  

2. Pitches 13 min/pitch 
min  

Timing of pitches: 

 Pitch:  5 minutes 

 Filling out forms:  2 minutes 

 Self-evaluation:  3 minutes 

 Feedback from others:  3 minutes 
 
Facilitator Notes 

IMPORTANT TO KEEP TIME FOR EACH PART OF THIS SESSION  

SAY:  

 Each team will have 5 minutes for their pitch. 

 Afterwards: Everybody – including the team pitching - will take 2 minutes to fill out 
the assessment form for that team. 

 The pitcher will have 3 minutes to address the following questions, verbally in 
plenary: 

o What changes did you make from your original pitch approach, based on 
what has happened so far during the workshop?   

o Why?  
o What areas do you think you did best in? 
o What areas do you think you need to improve most in? 
o What might you do differently the next time? 

 The rest of us will have 3 minutes to advise our agreement with their self-assessment 

 Make sure to write the name of the pitcher on the top of each assessment sheet and 
before leaving for the day, place it in the pile for that person. 

 

Make sure to have a space near the door (if possible a chair) where you can put a piece 
of paper with the name of the teams for people to leave the forms. 
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SESSION 10:  POSTCALL AND FOLLOWUP 
(PRESENTATION IN ANNEX UNDER HANDSOUT) 

TIME 
30 minutes 

OBJECTIVE 
 To demonstrate the importance of what to do after the actual call. 

 Presentation and discussion 

FACILITATOR NOTES 
 

SESSION 11:  END OF WORKSHOP 

TIME 
20 min 

OBJECTIVE 
Closure/Assessment/Application 

HANDOUTS 
 Final evaluation form 

 

1. Final evaluation: all participants 

 Fill out checklist for how we conducted the workshop- write ―overall workshop‖ 

 Fill out final evaluation form 
2. Application: (10 min) 

ASK:  

 What one thing from this workshop do you think will be most useful to you and 
why?  Who else has something different?  (WRITE ON FLIPCHART)  

 How will you apply learnings from this workshop to your work?  What are the next 
steps you will take? 

 

ENERGIZERS 
Balls for dancing 

Touch your nose/cheek 

Doll game 

Mirror game 

Informal feedback – eye & ear 
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ANNEXE 
 

1. Handouts 
- Effective Presentation 
- Effective Product Marketing 
- Pre Call Planning 
- Actual Call 
- Post Call Analysis and Follow up 
 

2. Forms and Formats 
 
- Pitch Evaluation Form 
- Daily Evaluation Form 
- Final Evaluation Form 



 15 



 16 



 17 

 

  



 18 



 19 



 20 



 21 



 22 



 23 



 24 



 25 



 26 



 27 



 28 



 29 



 30 



 31 



 32 



 33 



 34 

 

  



 35 

EFFECTIVE PRODUCT MARKETING 

 PITCH Assessment  

 

Pitch From:____________________________                   Date:__________________  

 

Please rate the pitch by putting an X  in the respective column and record relevant comments under “Remarks” 

 

Description of observation Y N Remarks 

1. Open 
   

2. It is clear who the target audience is. 
   

3. The pitch asks the target to do a concrete action.  
   

4. The pitch tells the target the reason why he/she 
should do this concrete action 

   

5. Is the reason given is an actual benefit to the 
target audience?  

   

6. The pitch has one key message.  
 

   

7. The pitch creates a concrete image in your mind.   
   

8. The pitch uses the phrases and words that the 
target audience uses.   

   

9. The pitch uses sources of information that the 
target audience trusts.  

   

10. It is clear what product is being pitched 
   

11. The price/ margin was communicated 
   

12.  IEC materials used 
   

13.  Promotional materials given. 
   

14. Communication style was appropriate for the 
target audience 

   

15. Presenter probes before pitching 
   

16.  Presenter listens and pauses 
   

17. Presenter successfully dealt with questions 
and/or concerns of     customer 

   

18. Closing (Mentions next step) 
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k|efjsf/L a:t' ahf/Ls/0f (Marketing) 

b}lgs d"NofÍg kmf/fd 
 

ldlt:_____________________ 

 

 

s[kof tn lbOPsf ljj/0f Wofgk"j{s k9]/ k|ltlqmof lbg'xf]nf . oxf“sf] cd"No k|ltlqmof 
tyf ;'emfjnfO{ xfdL ;–;Ddfg cfufdL lbgdf ;'wf/sf nflu k|of]u ug]{5f}“ . wGojfb . 

 

ljj/0f k|ltlqmof 

!= cfhsf] ;Dk"0f{ कामयक्रभ भा प्रमोग बएका 
s'g} Ps zAb jf jfSo n]Vg'xf];\ . 

 

@= cfhsf] sfo{s|ddf oxf“nfO{ ;a}eGbf 
dgk/]sf] s'/f s] xf] < कृऩमा n]Vg'xf];\ .  

#= cfhsf] sfo{s|ddf oxf“nfO{ ;a}eGbf dg 
gk/]sf] s'/f s] xf] < कृऩमा n]Vg'xf];\ .  

$= cfh oxf“nfO{ ;a}eGbf w]/} v';L nfu]sf] 
If0f  s'g lyof] < कृऩमा n]Vg'xf];\ .  

%= cfh oxf“nfO{ ;a}eGbf sd v';L nfu]sf] 
If0f  s'g lyof] < कृऩमा n]Vg'xf];\ .  

^= cfh oxf“n] s] l;Sg'eof] < कृऩमा 
n]Vg'xf];\ . 

 

&= cfh oxf“n] l;Sg'ePsf s'/f sxf“ / s;/L 
k|of]u ug'{x'g]5 < कृऩमा n]Vg'xf];\ .  
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k|efjsf/L a:t' ahf/Ls/0f (Marketing) 

PITCH -ljqmo–jftf{_ gd'gf 
 

a:t' ______________________  

 

u|fxs ________________ ग्राहक को बििरण ______________________ 

 

 

o; pTkfbg / k|:tfjn] tn pNn]lvt मुख्य kmfObf k|bfg ub{5 M 

 

 

 

 

tn pNn]lvt sf/0fn] यो pTkfbg / k|:tfj cGo k|lt:kwL{sf] eGbf >]o:s/ 5 M 
 

 

 

 

xfdL o;nfO{ pQd k|dfl0ft ug{ ;S5f}“ lsgls - k|df0f÷cGt/ _ M 

 

 

 

 

 

     o; k|:tfj÷pTkfbgsf cGo u'0fx¿nfO{ pNn]v ug'{xf];\ . 

 

 

 

 

 

अन्तमा म tkfO{“राई  tn pNn]lvt कायय गर्य अर्ुरोध गर्यछु  | 
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1. स्थाननम भहहरा सभूह नेत्री राई सभूह को भीह िंग भा CRS को नव जीवन प्रोभोशन गनयको रागग 
अनुयोध गने 

 

2. ऩाहाडी ऺेत्रभा का स्थाननम भहहरा सभूह नेत्री राई सुत्केयी साभग्री को ववतयक फन्न पे्ररयत गने 

 

3. ववभबन्न अरु ब्रान्ड का ऩानी सुहिकयण औषगध / उऩकयण बफक्रक्र गने खुद्रा साभग्री बफके्रता राई वऩमुष 
बफक्रक्र गनय पे्ररयत गने 

 

4. बफक्रक्र कऺको फढी देखखने ठाउँ भा ऩान्थय प्रदशयन गनय पे्ररयत गने 

 

5. सभम भा बफक्रक्र यकभ नफुझाउने ववतयक हरूराई सो गनय पे्ररयत गने 

 

6. पीडय भाके  का थोक बफके्रता राई ऩाहाडी ग्राभभण ऺेत्रभा ऩनन CRS साभग्री हरू बफक्रक्र गनय पे्ररयत 
गने 

 

7. क्रपल्डभा जाँदा बे  बएको नफ बफफाहहत ऩुरुष राई ऩान्थय प्रमोग गनय पे्ररयत गने 

 

8. CURe को भौज्दात गने तय प्रोभोशन नगने बफतयक राई सो गनय पे्ररयत गने 

 

9. निभेकको ऩसरेराई Panther फेच्न पे्ररयत गने 
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k|efjsf/L pTkfbg ahf/Ls/0f (Marketing) 

clGtd d"NofÍg 
 

 

of] d"NofÍg gfd/lxt /xg]5 . t;y{ oxf“n] cfkm\gf] gfd n]lv/fVg' kg]{5}g . 

 

cfjZos k/]df oxf“n] o; kfgfsf] kl5Nnf] efu k|of]u ug{ ;Sg'x'g]5 . s[kof s]/d]6 gu/L ;kmf;“u n]lvlbg'xf]nf . wGojfb .  

 

!= s[kof ;Dk"0f{ sfo{zfnfnfO{ Wofgdf /fv]/ cfkm"n] 5fg]sf] pQ/df uf]nf] lrGx nufpg'xf];\ . cfjZos k/]df lj:t[t ljj/0f 
k5fl8 lbg ;Sg'x'g]5 . 

 

 g/fd|f] 7Ls} dWod /fd|f] clt /fd|f] k|ltlqmof 

!= d]/f] sfddf o; sfo{zfnfsf] pkof]u ! @ # $ %  

@= k|:t'tLs/0fdf :ki6tf ! @ # $ %  

#= k|Zg ;f]Wg / 5nkmn ug{ 5'§ofOPsf] ;do ! @ # $ %  

$= ;xhstf{sf] bIftf ! @ # $ %  

%= ljifo tyf ultljlwsf] :j¿k ! @ # $ %  

^= sIf Joj:yfkg tyf pks/0f ! @ # $ %  

&= k|:t'tLs/0f, cEof;, ;xeflutf / ;d"xut sfo{ ! @ # $ %  

*= ;d"xut sfo{÷ cEof;sf pkof]lutf ! @ # $ %  

(= vfgf tyf vfhf ;do ! @ # $ %  

 

 

@= of] sfo{zfnf oxf“sf] ck]Iffcg'¿k s:tf] /≈of] < 
¬¬¬ c;kmn 
¬¬¬ s]xL xb;Dd ;kmn 
¬¬¬ cToGt ;kmn 
¬¬¬ ck]Iff u/]eGbf a9L 
 
#= of] sfo{zfnfdf oxf“n] l;Sg'ePsf s'g} % j6f s'/f n]Vg'xf];\ . 
s_ 
v_ 
u_ 
3_ 
ª_ 
$= माँहा को ववचायभा मो कामयशाराराई अझ सुधाय गनय के गनुय ऩराय? 

 


